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Marico Q1FY21 

Financial Results & Highlights 

Brief Company Introduction 

Marico Limited is one of India's leading consumer goods companies providing consumer products and 

services in the areas of health, beauty and wellness. With its headquarters in Mumbai, Maharashtra, 

India, Marico is present in over 25 countries across emerging markets of Asia and Africa. It owns 

brands in categories of hair care, skin care, edible oils, health foods, male grooming, and fabric care. 

Standalone Financials (In Crs) 

  Q1FY21 Q1FY20 YoY % Q4FY20 QoQ % 

Sales 1535 1803 -14.86% 1293 18.72% 

PBT 319 319 0.00% 284 12.32% 

PAT 255 251 1.59% 227 12.33% 

Consolidated Financials (In Crs) 

  Q1FY21 Q1FY20 YoY % Q4FY20 QoQ % 

Sales 1944 2194 -11.39% 1528 27.23% 

PBT 505* 423 19.39% 252 100.40% 

PAT 388 315 23.17% 199 94.97% 

   * Contains Exceptional item of income of Rs 64 Cr. 

Detailed Results: 

1. Consolidated revenues declined 11% YoY in Q1. 

2. EBITDA margins were up 300 bps YoY at 24.3% for Q1. 

3. PAT for Q1 rose 23% YoY. 

4. The exceptional items include the profits from the remeasurement of the existing stake of the 

company in ZED Lifestyle Products where the company acquired the remaining 55% stake in 

Q1. There was also the impairment of goodwill of Rs 10 Cr from South African Hair styling 

brand ISO Plus and expenses in relation to the amount paid towards voluntary retirement 

scheme offered to the employees on the close of operations at the Kanjikode factory of the 

company. 

5. In Q1, sales volumes were down 14% YoY for domestic operations due to supply-chain 

disruptions following the extension of the national lockdown. 

6. The domestic business clocked sales at 104% of the annual average monthly run rate of FY20 

since opening up. 

7. The CSD business during the quarter was nearly reduced to its half, which had a meaningful 

impact on the overall volume growth of the India business. 

8. International business declined by 4% YoY in Q1. 

9. The company had sales of largely Saffola Oils and foods portfolio in the last week of March. 

10. The company saw stress in personal care categories before the onset of COVID-19. It also saw 

demand uptick in food and allied categories during the same period. 
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11. In international business, MENA (the Middle East & North Africa) & South Africa saw sharp 

drops (50% & 25% respectively in cc terms) while Bangladesh and Vietnam remained positive 

(6% & 1% respectively in cc terms) for the company in FY20. 

12. In Parachute Rigids, volumes fell 11% YoY but sales were at 111% of the annual average 

monthly run rate of FY20 in Q1FY21. 

13. In value-added oils, volumes declined 30% YoY but sales were at 94% of the annual average 

monthly run rate of FY20 in Q1FY21. 

14. Saffola Edible Oils saw good volume growth of 16% YoY. 

15. The oats portfolio saw a growth of 41% YoY in value terms. The company also launched Sffola 

Honey in Q1. 

16. Premium Hair nourishment & male grooming portfolio fell sharply mainly due to falling 

demand during the lockdown period. 

17. Ad & promo spending for Q1 was at 7.1% of sales. 

18. The Hygiene portfolio started well with encouraging response to Mediker Hand Sanitizers and 

Veggie Clean. The company also expanded the range with the launch of indoor and outdoor 

surface disinfectants, under the brands’ House Protect and Travel Protect. 

19. The volume market share of various divisions is at:  

1. Coconut Oils: 62% 

2. Saffola –Super Premium ROCP: 77% 

3. Saffola Oats: 34% 

4. Value-Added Hair Oils: 36% 

5. Post wash Leave-on Serums: 65% 

6. Hair Gels/Waxes/Creams: 59% 

20. The Parachute brand reinforced its hygienic processing and safety credentials in the minds of 

consumers with the launch of the “Untouched by hand” campaign. 

21. The company launched its digital-first Hygiene brand ‘KeepSafe in mid-June on all leading E-

Commerce channels. 

22. In raw materials, the price of copra was up 7% YoY. Rice bran oil prices were up 17% YoY, 

liquid paraffin prices were down 9% YoY & HDPE prices were down 14% YoY. 

23. In Q1, urban & rural sales fell 17% & 10% YoY respectively in volumes terms. Modern trade 

fell 17% YoY while e-commerce grew 37% YoY. CSD declined 48% YoY due to scaled-down 

operations during the quarter. 

24. The international revenue breakup is:  

1. Bangladesh: 49% (up 10% YoY) 

2. SE Asia: 26% (down 17% YoY) 

3. MENA: 12% (down 27% YoY) 

4. South Africa: 7% (down 25% YoY) 

5. Others: 6% (down 16% YoY) 

25. The capex for FY21 is expected to be around Rs 125-150 Cr. 

26. The current MAT credit stands at Rs 141 Cr as of 30th June 2020. 

27. Overall other expenses fell 9% YoY with fixed costs rising 11% YoY while variable costs falling 

16% YoY. 

28. The company improved its ROCE in Q1 by 100 bps YoY to 52%. The debt to equity was 

maintained at 0.11 times. 
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29. The net surplus for the company was at Rs 935 Cr after a gross debt of Rs 333 Cr as of 30th 

June 2020. 

30. The company is targeting 8-10% volume growth and 13-15% revenue growth at a consolidated 

level. 

31. The company is looking to maintaining operating margin at 19%+ over the medium term. It is 

expecting operating margins to be around 20% for the rest of the year. 

 

Investor Conference Call Details: 

1. Given reverse migration of labour, government stimulus, good rabi season and no adverse impact 

on agricultural output during these times, rural in Q1 grew at 120% of FY20 monthly run rate. 

2. The company is looking at a three-pronged strategy of gaining market share in the premium 

segment, driving value in the mid-segment, and aggressive pricing in the bottom-of-pyramid 

segment. 

3. Marico Bangladesh has launched Mediker SafeLife Hand Sanitizer and Hand Wash and introduced 

Mediker SafeLife Veggie Wash in Q1. The company also launched Parachute Natural Shampoo in 

3 variants here. 

4. The company is looking to build a hygiene portfolio with a significant acceleration in e-commerce 

and digital spends. It expects the hygiene business to be around Rs 80-100 Cr in FY21. 

5. Marico is also expecting the food business to clock Rs 300-350 Cr in FY21 and target Rs 500 Cr in 

FY22. 

6. The management is targeting to maintain Parachute as a premium brand in its segment and 

expects any market share gains from the price cut to be permanent. 

7. The management also expects at least 10% embedded growth in Saffola due to higher usage from 

more in-home cooking. 

8. The company has managed to work now with 70-80% of its SKUs and considering this the 3% 

growth in general trade seems very significant. 

9. The management has stated that to reach its target of Rs 500 Cr foods business in the near future, 

it is looking to expand into food segments with one large incumbent with high market share and 

the rest being fragmented to play on the brand image of Saffola and become number 2 in the 

category swiftly. This is the reasoning behind the foray into honey. 

10. The management has stated that the reason behind the fall in VAHO is the lack of participation in 

the bottom-of-pyramid where the company is dominant. 

11. The company is looking to launch a few new products in the foods category in the next quarter. 

Its base strategy here is to chase tailwind large categories using the strong Saffola brand instead 

of trying to create niche categories. 

12. In coconut oil segment, the company is looking to capitalize on its competitive advantage of having 

the agility to distribute and supply chain assurance along with the strong brand appeal. IN the 

VAHO segment, there is significant conversion going on from loose mustard to value-added hair 

oil. The company is looking to accelerate this conversion. 
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13. There is still room for growth in Parachute as rural market share is still at 40% for the brand as 

compared to the urban market share of 60%. 

14. The performance in Bangladesh has been robust as the lockdown didn’t stop factories from 

working. Thus the disruption to the business was low. 

15. The company is not looking to enter into any of the consumer staples areas as they are all low 

margin. It is only looking into segments that are margin-accretive to the base edible oil. 

16. The company is increasing the footprint in direct distribution in terms of converting a lot of stockist 

towns and sub-stockist towns to direct. It is also looking at underpenetrated states for more focus. 

17. The company has launched shampoo in Bangladesh but does not plan to do so in India as the 

category is highly penetrated with pre-incumbents having 70% to 80% market share. 

18. Ecommerce contributed to 7% of sales in Q1. 

19. SKU rationalization is expected to continue. The company is now looking to focus on the small 

pack given the consumer outlay and the consumer disposable income is challenged. 

20. The management is not looking at any price cuts or promotional discounts in the edible oils 

segment as Saffola has a significant brand image here and it has already taken significant cuts in 

end consumer price by rationalizing all promotion and trade spend. 

21. The Veggie Clean and sanitizer contributed to 1.5% of total sales in Q1. 

22. The company was focusing only on large packs in the first 2 months because of production 

constraints in Parachute. It is now seeing significant traction in the small pack. 

23. For cost transformation, the company is looking into all aspects of operating models in its 

international units. In India however, it is only looking at discretionary items and keeping the 

operating model stable. 

24. In personal care and male grooming segments, the company is looking to drive higher sales 

through digital e-commerce as customers in this channel continue to have disposable income. 

25. On average, the company has serviced 70% of its outlets in Q1. The management expects there to 

be a significant rise in direct distribution especially in rural going forward. 

26. The company’s goal for implementing technology for order taking at the distributor level is to 

maintain growth and not lose orders. An increase in efficiency is not expected to happen in the 

short term and will only happen over the long term. 

27. These measures are expected to reduce the number of salespeople at the distributor level in the 

long term. 
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Analyst’s View: 

Marico is one of India’s leading FMCG companies with many market-leading brands like Saffola and 

Parachute. The company has done well to maintain value growth on a MoM basis in almost all 

categories despite fall in overall volumes everywhere. It is showing encouraging performance in the 

food category. The company has seen a decline in overall volumes but has maintained its leadership 

position in all categories highlighting good brand resilience. In light of the COVID-19 disruption, the 

company has done well to develop direct distribution channels and rationalize its SKUs The company’s 

focus on expanding into on high margin food categories and the in-demand hygiene looks shows good 

room for growth in these segments. It remains to be seen how long the COVID-19 situation lasts and 

what second-order effects it has on the company and general consumer behaviour. Nonetheless, given 

the company’s solid standing in its core categories, its expansion plans for high margin food categories, 

and its robust distribution network, Marico looks like a pivotal FMCG stock to watch out for. 

 

If you found this report useful and would like to receive more such investing insights, you can subscribe 

to our updates.  
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